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LFDA Mid-Winter 
Meeting Highlights 

Story on Pages 11 



The Mid Winter Meeting in Shreveport at Sam's Town was a huge success. I think some even 
left with more money than they came with. There was good food, good networking and a 
great educational opportunity.  Todd Van Beck was entertaining as well as informative. He 
gave a new perspective on our profession discussing the interesting issues on how to deal with 
change. There were 65 people in attendance. 
 
I would like to again thank our sponsors:  Gold Sponsor: Selected Funeral and Life Insurance 
Company; Silver Sponsors: Si Funeral Services, Aurora Casket Co., First Guaranty Life 
Insurance Company, and Matthews International; and Bronze Sponsor: Funeral Directors Life 
Insurance. Without your continued support our meetings would not be as successful. 
 
Butch and I recently attended the NFDA Advocacy Summit in Washington D.C. We had 8 
appointments scheduled and, despite the snowstorm, were able to make all of them. We spoke 
with two Congressmen and six staffers. Dr. Bill Cassidy and Dr. John Fleming were generous 
with their time. 
 
We would like to encourage everyone to try to attend an Advocacy Summit.  It was an 
educational experience.  Butch and I met many new colleagues. We don't know how Congress 
gets anything done. There were so many special interest groups lobbying for their cause. Good 
thing was we didn't stand out as funeral directors  in our suits. We were mistaken for 
Congressional Aides a couple times or asked for directions. 
 
At the conclusion of the Summit, we had the opportunity to go to Arlington National Cemetery. 
What a moving experience. You see it on TV but in person it takes your breath away. Over 
400,000 people have been buried there. The Cemetery is so peaceful and reverent. Even at 
the Tomb of the Unknown Solider, you could hear a pin drop. 
 
Next up is our Annual Convention. The brochures have gone out. Please encourage your 
suppliers to come and be a part of our biggest celebration to date. We have lots of exciting 
changes to the format. Six total hours of continuing education will be offered. 
 
New this year will be a silent auction that will benefit our scholarship program. Vendors and 
funeral homes are encouraged to donate an item. The auction will open Sunday night and close 
Tuesday after the exhibit hall viewing. It will be a chance for some friendly bidding. 
 
Room reservations can now be made for the Annual Convention. Book early, the rooms will go 
fast. 
 
Also if any one has any old pictures of 
prior conventions, please send them to 
the LFDA office, 
LFDA@tatmangroup.com.  We are 
going to put together a slide show of 
100 years!! 
 
We look forward to seeing everyone 
at the Annual Convention in June. 
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A Message From the President 

Nicole Charlet Wilcher 
LFDA President 



2012-2013 LFDA Board of  Directors 
Vice-President 
R. T. Delhomme 

Martin & Castille Funeral Home 
rt@mourning.com 
(337) 234-2311 

 
Secretary 

Peter G. ‘Butch’ Mulhearn 
Mulhearn Funeral Home 

butchmulhearn@mulhearncorp.com 
(318) 323-0505 

 
Past President 

Edward J. Fielding III 
E.J. Fielding Funeral Home, Inc. 

ejfield@aol.com 
(985) 892-9222 

 
Southeast Governor 
William Patrick Mack 
Renaissance Services 

renaissanceservices@yahoo.com 
(225) 644-2976 

 
South Governor 
Boyd Mothe, Jr. 

Mothe Funeral Homes 
mothefunerals@yahoo.com 

(504) 366-4343 

LFDA 
P.O. Box 82531 

Baton Rouge, LA 70884 
Telephone:  (225) 767-7640  

Fax:  (225) 767-7648 
Email: info@LFDAweb.org 

 
Executive Director 

David Tatman 
david@tatmangroup.com 

 
Senior Account Manager 

Keli Williams 
keli@tatmangroup.com 

 
Senior Account Manager 

Kathleen O’Regan 
kathleen@tatmangroup.com 

President 
Nicole Charlet Wilcher 

Charlet Funeral Home, Inc. 
nicole.wicher@gmail.com 

(225) 654-4480 
 

Treasurer 
Joel Swisher 

Hixson Brothers Funeral Home 
joel@hixsonbrothers.com 

(318) 442-3363 
 

Sergeant-at-Arms 
Corey Tullier 

Greenoaks Funeral Home 
Corey.tullier@dignitymemorial.com 

(225) 925-5331 
 

Southwest Governor 
David Credeur 

Gossen Funeral Home 
dcredeur@gossenfuneralhome.net 

(337) 334-3141 
 

North Governor 
Richard Tull 

Rose-Neath Funeral Home 
richardtull@gmail.com 

(318) 871-6911 

Executive Director & Staff 

The Louisiana Funeral Directors Association (LFDA) 
promotes integrity in the funeral service industry 
through education, legislation, networking and 

communications. 

LFDA Mission Statement 

LFDA Leadership 

Have an interesting article to include in the LFDA 
Newsletter?  Send suggested articles to Kathleen 
O’Regan at the LFDA office.  Your article could 

appear in the next quarterly issue!   
 

Office: (225) 767-7640 
Fax: (225) 767-7648 

Email: info@lfdaweb.org 
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I have just returned from the NFDA Advocacy Summit in Washington, DC. There were several 
interesting speakers and educational programs presented during the Advocacy Summit. Nicole 
and I were able to visit and talk with several congressional offices on the specific issues that 
concerned NFDA. I have never had the opportunity to see the senate and congressional offices 
before my trip with NFDA. Washington, DC is extremely fast pace compared to small Monroe, 
LA.  

The two main issues from NFDA are to Preserve the current SSI and Medicaid Exclusion for 
Irrevocable Funeral and Burial Trusts and Certain Life Insurance Benefits and Annuities.  The 
second concern is to have the Federal Government adopt a Comprehensive Mass Fatality 
Management Plan. NFDA wanted to ensure the funds for the irrevocable funeral and burial 
trusts stayed off the radar with the up and coming budget cuts. The mass fatality plan would 
be of great value to everyone especially those in Louisiana with the numerous storms that 
attack our southern parishes.  

In one talk at the Advocacy Summit, given by John Fitch, the NFDA Senior VP of Advocacy, he 
told us about a meeting he had attended with the scenario of a bomb dropping on a major 
city. During this meeting numerous problems that faced the team were solved and new ideas 
were brought to the table. The meeting was concluding and John stated I have heard many 
good strategies for the care of the living but what are the strategies for the care of the dead 
that will be left after this catastrophic event. The response heard by John was the dead are not 
part of the scenario. If the Federal Government adopts a Mass Fatality Plan it will ensue the 
coordinated and orderly recovery all the way to the final disposition of those who have died in 
a tragic event.  

Please don’t forget the outstanding resources that NFDA provides to its members. They are at 
your disposal please place them in your arsenal and utilize them to the fullest. 
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Peter “Butch” Mulhearn 
Policy Board  

Representative 

Policy Board In Review 



David Tatman 
LFDA Executive Director 

and  
Legislative Lobbyist 

The 2013 Legislative session will begin April 8, 2013 and will be a fiscal session. Legislators 
will be debating a number of fiscal issues and are also allowed to pre-file up to 5 bills of 
general jurisdiction. To date, over 200 bills have been filed. This session will have a number of 
significant issues but the most prominent will be the Governor's tax reform  
  
Yesterday, Governor Jindal presented to the legislature his Tax Reform package for 2013. At 
this point, it is only a plan and a bill has not been filed. Governor Jindal expects this plan to be 
a revenue neutral measure which means for any increase that is done in one sector an equal 
decrease will be done in another sector. The proposal is not expected to positively or 
negatively impact the Louisiana budget. Currently, funerals will be exempted from the services 
to be taxed at the 5.88%.  We are closely monitoring any changes this may have. 
 
There are a number of measures that he is proposing. 
  
The Governor's plan is outlined below: 
  

1. Simplification of Louisiana's Tax Structure - The plan would repeal the individual 
income tax, the corporate income tax and the corporate franchise tax. It would 
also eliminate the approximately 130 tax exemptions associated with such taxes. 

2. Elimination of unnecessary state sales tax exemptions which are 191 in the state. 
Targeted exemptions in three areas will remain which include bare necessities, 
specific Louisiana industries that drive the state's economy and government 
purchases. See attached document for further details. 

3. The plan revamps and refocuses Louisiana economic development incentives, 
ensuring that they are producing the highest return on investments. These include 
enterprise zone tax credit and the motion picture investor tax credit. Tim Barfield 
noted that the changes to the motion picture investor tax credit would be a $1 
million cap on above the line talent and financing fees would not be included in 
the cost basis. The state will also be setting up a tax credit registry to track all tax 
credits in Louisiana. 

4. The plan protects low income families and retirees by creating compensation and 
rebate programs. 

5. Sales tax increase would include an increase from 4% to 5.88% and expand the 
sales tax base to include services, excluding healthcare, education, construction, 
real estate, financial services, advertisement "buys", legal services, oil and gas 
services and funerals. 

6. Tax on tobacco products would increase the cigarette excise tax from $0.36 per 
pack to $1.41 per pack and other tobacco products would be taxed at a rate of 
68% of the manufacturer's price. 

7. A comprehensive but reduced incentive package for oil and gas. 
8. The plan creates a uniform sales tax base for "remote 
sales," ie sales made by vendors not physically located in 
Louisiana. See attached document for details. 
9. Create a Louisiana Tax Court. See attached document for 
details. 
   
Beginning on Tuesday, March 21st, the legislature will review 
the package by industry sector to find out how it will impact 
each industry. Rep. Robideaux has committed to transparency 
and input from industry throughout the process.  
  
 

David Tatman, Executive Director & Legislative Lobbyist 

Tune In 
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“Currently, funerals 
will be exempted from 
the services to be taxed 

at the 5.88%.” 
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JJJOINOINOIN   USUSUS   FORFORFOR   THETHETHE   
2013 LFDA A2013 LFDA A2013 LFDA ANNUALNNUALNNUAL   CCCONVENTIONONVENTIONONVENTION   

JUNE 9-11, 2013 
L’AUBERGE CASINO RESORT ~ LAKE CHARLES, LA 

 

100 Year Celebration 
We will be celebrating LFDA’s 100th Anniversary 
and paying special tribute to  the rich history of the 
organization.  Please send pictures from past LFDA 
conventions and events to include in a special 
slideshow. 

Hotel Accommodations 
A special rate of $229 (Sat) and $119 (Sun-Tues) will 
be honored at L’auberge du Lac.  Due to the high 
demand for hotel rooms, please make your 
reservations NOW by calling (866) 580-7444 and 
identify yourself as members of the Louisiana Funeral 
Directors Association, Group Code #SLF12 in order 
to receive the group-contracted rate.  The deadline to 
receive this special room rate is May 26, 2013.  
Thereafter, reservations will be taken on a space and 
rate available basis.  The hotel offers complimentary 
valet and self-parking.  Bus parking is also available. 
 

Featured Speakers 
EARN 6 HOURS OF CONTUNING EDUCATION! 

Ashley Cozine, NFDA At-Large Representative 

Jeff Peden, The Great Ideas! GuySM 

Bobby Smith, Visions of Courage 

Scott Gilligan, NFDA General Counsel 

Special Thanks to our Speaker Sponsors: 

SFLIC & Hixson Brothers Funeral Home 

Exhibitor & Sponsors 
Exhibitor & Sponsorship opportunities are available!  
Please visit our website, www.lfdaweb.org, to download 
the brochure for more information. 

Questions? 
Contact Kathleen O’Regan at the LFDA office,  
(225) 767-7640 or LFDA@tatmangroup.com. 

 

P.O. BOX 82531, BATON ROUGE, LA 70884 
PHONE: (225) 767-7640 / FAX: (225) 767-7648 
EMAIL: LFDA@TATMANGROUP.COM / WEB: LFDAWEB.ORG 

PPPROMOTINGROMOTINGROMOTING   IIINTEGRITYNTEGRITYNTEGRITY      
in in in FFFUNERALUNERALUNERAL   SSSERVICEERVICEERVICE   
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Two Singapore philanthropic 
houses join forces with U.S 
National Funeral Directors’ 
Association (NFDA) to 
transform deathcare1 through 
design and innovation 
Winning designs of the 
international competition to 
feature at the 2013 NFDA 
International Convention & 
Expo in Austin, Texas 
Singapore, 6 Feb 2013. – 
Designers worldwide now 
have a chance to change the 
way life’s final exit is made. 
 
The Lien Foundation and 
ACM Foundation today 
announced their collaboration 
with NFDA, the globe’s 
leading funeral service 
association, to launch Design 
for Death, the world’s 
inaugural international 
competition to redesign 
deathcare for the future. 
Administered by 
Designboom, the first and 
largest independent online 
publication dedicated to 
architecture and design with 
over 4 million readers, 
Design for Death invites 
designers, artists, architects 
and anyone with a creative 
mind and spirit to present 
their ideas and innovations to 
inspire and transform 
deathcare practices. 
 
The competition’s jury 
members bring their field of 
expertise to the competition 
and amongst them are 
Pritzker Prize architect, 
Richard Meier and popular 
digital artist Ray Caesar. The 
competition will award a 
total of EUR$80,000 in prizes 
and seeks submissions for (1) 
how various aspects of 
deathcare can be 
environmentally friendly and 
(2) interpretations of how 
design can better 

encapsulate the deceased 
and remember them. 
Winners will go to Austin, 
Texas and have their work 
showcased at the annual 
2013 NFDA International 
Convention & Expo from 20-
23 October. The pinnacle 
event for the deathcare 
industry draws thousands of 
participants from all over the 
world each year. Full 
competition details are at 
www.designfordeath.org. 
 
Redefining deathcare 
Design for Death was 
conceived to catalyse the 
international creative and 
design community to re-think 
and reimagine the trappings 
of a funeral or memorial 
service, how internments can 
be conducted or the 
deceased remembered. “We 
believe designers have the 
power to influence culture, 
consumption and the 
construction of meaningful 
experiences at life’s final 
frontier,” said Lien 
Foundation’s CEO Mr. Lee 
Poh Wah. He recalled how 
his organization's “Happy 
Coffins” design competition in 
2010 received 733 entries 
from 33 countries. The idea 
of personalized coffins was 
positively received and even 
attracted offers of 
commercialization from U.S.A. 
 
“Through Design for Death, 
we hope to shift paradigms 
and spur new practical 
initiatives in deathcare – 
from green funerals and 
sustainable practices to 
upbeat send-offs and digital 
legacies,” remarked Mr. Lee, 
who spearheads Lien 
Foundation’s mission to 
improve care for the dying. 
“Good design stimulates, 
engages and creates an 

ideal backdrop for 
contemplation & 
conversations. We are 
leveraging design for social 
transformation of death 
attitudes.” 
 
Changing the business of 
death 
Many new possibilities are 
springing up from six feet 
under - from reef memorials 
in the sea to diamonds made 
from ashes. “It is not far-
fetched to say that the 
business of death can 
contribute to life,” said Mr. 
Ang Ziqian, Founder of ACM 
Foundation, the newly set-up 
philanthropic organization of 
Ang Chin Moh Casket. 
“Innovations in deathcare can 
impact the future of our 
environment and influence 
daily lives. For example, 
thermal energy from 
crematoriums is now being 
channeled to power daily 
energy needs in the U.K. The 
age-old 
deathcare industry is re-
inventing itself and sporting a 
new face for the future.” 
 
Global body for deathcare 
lends its weight 
Throwing their strong support 
behind this initiative is NFDA, 
the world's leading funeral 
service association serving 
19,700 funeral directors in 
the U.S and globally. NFDA’s 
CEO Ms. Christine Pepper 
said, “The needs of funeral 
consumers are evolving faster 
than ever before. Families 
are making decisions based 
on different values and 
expectations than previous 
generations. Families want 
funerals and memorial 
services to be meaningful 
and personal experiences 
that help them say goodbye 

(Continued on page 18) 

Global call for bold ideas to re-imagine deathcare for the future in firstever “Design for Death” 
competition 

National Funeral Directors Association News 



Congratulations to the Louisiana 
Funeral Directors that have been 

selected to attend the NFDA 
Meet the Mentors Program! 

 
Victoria Ordoyne Thomas 

Houma, La. 
 

Martha Thompson 
Hammond, La. 

 
Jessica Williams 

Houma, La. 
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and several other funeral-
related businesses. 

There is no cost to participate 
in the program itself; the 50 
selected attendees only pay 
for their transportation to 
and from the program. The 
cost of the registration fee, 
access to the mentors, one 
night of Lodging, a reception 
and dinner the night before 
the program, and continental 
breakfast and lunch the day 
of the program– a $599 
value – has been generously 
covered through a grant from 
the Funeral Service 
Foundation. Complete details 
about the NFDA Meet the 
Mentors program, including 
the videos announcing the 
winners, can be found on the 
NFDA website, 
www.nfda.org/mentors. 

Meet the Mentors Program 
Planned for August 2013 

During the final attendee 
announcement video, NFDA 
announced that its fourth 
Meet the Mentors event 
would take place in August 
2013, at the Harvard Faculty 
Club on the campus of 
Harvard University in 
Cambridge, Mass. 
Information about that 
program, including details on 
how young funeral 
professionals can enter for an 
opportunity to attend, will be 
posted on the NFDA website, 
ww.nfda.org/mentors. NFDA 
is the world's leading and 
largest funeral service 
association, serving 19,700 
individual members who 
represent more than 10,000 
funeral homes in the United 
States and 39 countries 
around the world. NFDA is 
the trusted leader, beacon 
for ethics and the strongest 
advocate for the profession. 

Brookfield, Wis. – Last week, 
the National Funeral Directors 
Association (NFDA) 
announced the names of the 
50 funeral professionals who 
will have an opportunity to 
learn from three leading 
funeral directors and network 
with like-minded peers during 
the Association’s third Meet 
the Mentors Program on 
March 18 and 19 at the 
Emory Conference Center 
Hotel on the campus of Emory 
University in Atlanta, Ga. 
Meet the Mentors is being 
held in cooperation with the 
Funeral Service Foundation. 
NFDA-member licensed 
funeral directors and 
embalmers under the age of 
40 had an opportunity to 
enter a drawing for a chance 
to participate in this exclusive 
program. The names of the 
50 participants were 
announced the week of July 
16 through video drawings 
posted on the NFDA website 
and social media sites. 

About Meet the Mentors 

The 50 selected attendees 
will have an opportunity to 
meet and learn from three of 
the country’s leading funeral 
directors: Lisa Baue, a third-
generation funeral director 
and president/CEO of Baue 
Funeral Homes, which 
operates four funeral homes 
in St. Charles, Mo.; Michael 
Schoedinger, CFSP, CPC, the 
president of Schoedinger 
Funeral & Cremation Service 
in Columbus, Ohio, a funeral 
home with 15 locations that 
has been owned by his 
family for six generations; 
and Richard Tetrick, CFSP, 
the president and CEO of 
Heritage Family Funeral 
Services, which includes 21 
funeral homes in four states, 
six cemeteries in two states 

NFDA is the association of 
choice because it offers 
funeral professionals 
comprehensive educational 
resources, tools to manage 
successful businesses, 
guidance to become pillars in 
their communities and the 
expertise to foster future. 

This story can fit 75-125 
words. 

Selecting pictures or graphics 
is an important part of 
adding content to your 
newsletter. 

Think about your article and 
ask yourself if the picture 
supports or enhances the 
message you’re trying to 
convey. Avoid selecting 
images that appear to be out 
of context. 

Microsoft Publisher includes 
thousands of clip art images 
from which you can choose 
and import into your 
newsletter. There are also 
several tools you can use to 
draw shapes and symbols. 

Once you have chosen an 
image, place it close to the 
article. Be sure to place the 
caption of the image near 
the image. 

National Funeral Directors Association News 

NFDA Announces March 2013 Meet the Mentors Attendees 
Association announces the date and location of the next Meet the Mentors event 
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The Louisiana Funeral 
Directors Association (LFDA) 
hosted their annual Mid-
Winter Meeting February 26
-27 at Sam’s Town Casino in 
Shreveport, Louisiana.  Over 
sixty Funeral Directors from 
across the state of Louisiana 
attended four hours of 
Continuing Education and 
were able to network with 
colleagues in the industry 
during the event. 

LFDA, in conjunction with 
Selected Funeral Life 
Insurance Company, hosted 
presenter, Todd Van Beck, 
one of the best knows and 
most well regarding 
educators, writers and 
speaker in the funeral 
profession.  His presentations, 
‘Quality of Else’ and ‘The 
Honorable Profession’ 
focused on the changes in the 
funeral profession, good 
business practices, and 
explored the mission and 
calling to the funeral 

profession.  Attendees 
received a complimentary 
copy of Van Beck’s literature 
as a souvenir at the end of 
the presentations. 

“Since the reinstating of 
Continuing Education, LFDA’s 
sole aim is to offer quality 
education to it’s members that 
not only allows them to earn 
their required credits but is 
fun, entertaining, and 
motivates them to better 
themselves as professionals.”  
States LFDA President, Nicole 
Charlet Wilcher in response 
to Todd Van Beck’s 
passionate presentations 
about the funeral industry. 

The Mid-Winter Meeting was 
sponsored by Selected 
Funeral Life Insurance 
Company, Aurora, Matthews 
Casket Company, First 
Guaranty, Si Funeral 
Services, and Funeral 
Directors Life Insurance 
Company. 

To find out more about the 
Mid-Winter Meeting and 
other upcoming LFDA events, 
please visit 
www.lfdaweb.org.   

Save the Date for the 2013 
Annual Convention that will 
be held June 9-11, 2013 at 
L’auberge du Lac in Lake 
Charles, Louisiana.  More 
information about this event 
can be found on page 7. 

Mid-Winter Meeting Highlights 

Louisiana Funeral Directors Association News 
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Leading insurance and risk 
management services 
provider, Federated 
Insurance, is introducing a 
new risk management 
program titled “Risk 
Management Culture: A 
Vision for Your Future.” 
 
Designed to help 
policyholders identify and 
prevent the risk exposures 
that negatively impact their 
bottom lines, the program 
was inspired by feedback 
received from business 
owners across the country. 
These individuals explained 
that having a risk 
management culture helps 
them avoid the hidden costs 
of losses, including expenses 
associated with hiring and 
training new employees, lost 
productivity, damaged 
company reputation, and 
decreased employee morale. 
Unlike property damage, 
medical costs, and legal fees, 

these hidden costs are not 
covered by insurance. 
Additionally, losses can 
impact your workers 
compensation experience 
mod which can lead to higher 
insurance costs. 
 
When discussing the role a 
risk management culture 
plays in their businesses, 
these individuals reiterated 
four points: 
 
1. It has to start at the top 
2. Empower employees 
3. Take control 
4. It has financial impact 
 
Based on this input, 
Federated crafted “Risk 
Management Culture: A 
Vision for Your Future” to 
help its policyholders realize 
the tangible and intangible 
benefits of implementing 
sound business practices. 
Support for this program 
comes in the form a 

compelling video and 
brochure which highlight real-
life experiences, both good 
and bad, from business 
owners across the country. 
 
Federated policyholders will 
receive these materials and 
learn more about the impact 
a risk management culture 
can have on their businesses 
from their local marketing 
representative during their 
annual Risk Control ReviewSM 
meeting. From there, they can 
work with Federated’s Risk 
Management Resource 
Center to develop a 
customized strategy to 
proactively prevent the losses 
that can be so detrimental to 
their profits. 

Federated Launches Risk Management Program Designed to Help Protect Your Profits 

Industry News 
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Today, workplace safety, employee 
screening, and other risk management 
practices are being viewed by successful 
companies as a way to improve the bottom 
line. Why? Because expenses related to 
workers compensation claims, auto accidents, 
medical costs, legal fees, lost production time, 
and stolen or damaged equipment can 
quickly add up. Not to mention the fact that 
it’s impossible to put a price tag on an 
employee who has been seriously injured or 
killed on the job.  
 
Every injury, every lawsuit, every poor hire, 
every missed opportunity to plan for the 
future can pull money away from your bottom 
line. A single injury claim can cost tens of 
thousands of dollars in both insured and 
uninsured costs. Insurance is designed to pay 
for the direct costs, such as property damage, 
medical bills, and legal expenses. But, who 
pays for the hidden costs of losses, such as 
expenses related to hiring and training a new 
employee, lost productivity, lowered 
employee morale, damaged company 
reputation, and higher insurance premiums 
that can result from higher experience 
ratings? The answer is you. 
 
Think about that: A chunk of your profits can 
be lost every time an employee slips, strains, 
falls, or fails to follow company policies and 
procedures. Even seemingly small injuries can 
result in major financial consequences. Of the 
estimated $53 billion American employers 
pay in direct workers compensation costs 
every year, more than $13 billion is a result 
of injuries caused by employees simply 
overexerting their bodies.*  
 
Even the best businesses can get better. A risk 
management culture—the sum total of all the 
efforts, attitudes, and investments related to 
workplace safety and preventing losses at 
your business—can help protect your people 
and your profits. From senior management to 
front line employees, making risk 
management a top priority can have a 
significant financial impact, ultimately helping 
you achieve your vision for the future of your 
business. 
 
In speaking with business owners across the 
country, Federated Insurance repeatedly 
heard four points regarding risk management 
and the impact it has on businesses. 
 

It has to start at the top. Management should 
model good behavior, reinforce a “safety-
first” message, and invest the time and 
resources to implement sound policies and 
procedures. Without their buy-in, it’s difficult 
to establish a successful risk management 
culture. 
 
Empower employees. Give employees the 
tools and incentive to take ownership in a risk 
management culture. Conduct regular safety 
meetings, provide personal protection 
equipment, and set clear expectations. Then, 
reinforce positive behavior with recognition, 
compensation, or other rewards. 
 
Take Control. A significant number of the 
claims experienced by Federated 
policyholders are preventable. Take control 
by developing and enforcing policies related 
to safety, conduct, and hiring. Designating a 
single employee to surround these critical 
practices is one way to take the reins. 
 
It has a financial impact. “Hidden” expenses 
related losses can quickly add up. 
Additionally, losses can impact your workers 
compensation experience mod which can lead 
to higher insurance costs. 
 
The good news is you don’t have to do it 
alone. Federated Insurance provides clients 
with an annual Risk Control ReviewSM. As one 
of its Major Client Service Standards, 
Federated’s Risk Control Review is designed 
to help identify ways to better protect your 
money and your employees. Federated also 
supports your risk management culture with a 
variety of loss prevention tools, employee 
training and screening materials, and 
personal consultation services through its Risk 
Management Resource Center. 
 
In a competitive business world, where the 
pressure to turn a profit is often the highest 
priority, it’s tempting to sweep risk 
management under the rug. But, turning a 
blind eye to this critical issue can be one of 
the most costly decisions you ever make. With 
your vision clearly focused on a risk 
management culture, you can positively 
impact your bottom line. Contact your local 
Federated marketing representative to learn 
more about how a Risk Control Review can 
benefit you—it may be the most impactful 
call you make all year. 

Risk Management Culture – A Vision for Your Future 

Industry News 
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In the late great Robert W. Service’s well-known poem, “The 
Cremation of Sam McGee”, we are introduced to two men 
who are on a gold mining expedition in Canada’s frigid 
Yukon Territory. The title character expresses to his travel 
companion his desire for his final disposition which happens to 
be way ahead of his time for the year circa 1950.  According 
to Sam, he wants to be cremated for no other reason than he 
hates the cold. “Sam McGee was from Tennessee where the 
cotton blooms and blows” and he wanted to return there when 
he died. If you have never read the poem I encourage you to 
do so. Think of “Sam McGee” as the embodiment of your 
cremation consumer today. His (or her) spirit is alive and well 
in the hearts and minds of the modern families and consumers 
you make arrangements with every day. 

Let me be clear about one thing. I am NOT an expert on 
cremation nor do I claim to be. I’m just one average funeral 
director trying to make a living just like you. In fact, The 
Zabor Funeral Home’s cremation rate in Cleveland, Ohio is 
35%. The national average is around 40%. My goal today is 
to shine a different light on the issue of cremation so we can 
learn from one another.  Today, you will learn the 5 W’s and 
the 1H; the Who, What, When, Where, Why, and How of 
cremation both now and in the future using “Sam McGee” as 
our model.  

Who is Sam McGee?  

You have heard for years that the modern cremation 
consumer can either be male or female, is generally a baby 
boomer, is well educated, transient, intelligent, less influenced 
by religious beliefs, well-traveled, and a smart consumer. But 
is this all you need to know? 

What does Sam McGee want?  

It’s obvious that Sam McGee wants the highest value 
cremation service for the least possible cost. As consumers, 
don’t we all want that? But what kind of value does he really 
want? Does he want value as a noun, such as the perceived 
worth of a product or service? For example, “Sam McGee 
thought the urn was a good value.” Does he want value as a 
verb as in to hold something in high regard? For example, 
“Sam McGee values memorialization as part of his cremation 
experience.” Does he want value as a sociological term such 
as the positive ideals, customs, and institutions of a society? 
For example, “The decision to choose cremation was part of 
Sam McGee’s family values”. Or does he want the kind of 
value that is found in all three versions of the definition? Most 
likely the answer to this question is ‘Yes’.  

When does Sam McGee want what he wants?  

Later. Let’s face it, today’s consumer is more demanding and 
detail oriented than ever before. Have you ever had to plan 
a service in less than 24 hours for a family (right now)? I’m not 
even talking strictly about cremation. And have you have had 
to wait for over a week to conduct a funeral service because 

some family member is out of town and you’re waiting for 
someone to finish their vacation? Of course, the answer is 
“Yes”. And it’s only going to happen more and more. 

So the short answer to ‘When’ is  

 1) Right Now and  

 2) Later.  

To accommodate both of these scheduling conflicts means we 
have to be extremely flexible and adjust to the ever-
changing needs and demands of our families.  

Where does Sam McGee want what he wants?  

The short answer to ‘Where’ is, “In a state-of-the art modern 
facility with updated décor”.  I’m talking about your physical 
building, bricks, and mortar. As funeral directors we primarily 
sell our professional services. However, I think most of us 
would be tempted to say that products and merchandise 
follow next; caskets, vaults, urns, markers, etc. That argument 
can certainly be made but there are three words that may be 
even more important than the products we sell; Appearance, 
Appearance, Appearance. We almost lost a very lucrative 
funeral a few years ago because of the appearance of our 
facility. This persuaded us to make some much needed 
changes. Could you use the services of an interior decorator?  
One just told me last week that funeral homes are notoriously 
outdated.  What if your competitor just built a brand new 
facility last year? What are the chances that Sam McGee or 
just about any family are considering using the competition 
because of the appearance of your facility? Sadly, the 
chances are pretty good.     

Why does Sam McGee want what he wants?  

The last W is ‘Why’. The answers to this question are as 
numerous and diverse as all of you reading this. And this is 
only my opinion but…  

“The reason why people chose cremation more than any other 
reason is on the basis of COST. Not necessarily because they 
can’t afford to pay for a ‘traditional funeral service’ but rather 
because they value something else more than the services we 
provide and the cost of our merchandise”.  

How do you know what Sam McGee really wants?   

Because he tells you! You only need to listen. You must give Sam 
McGee what he values. More than your services and the cost of 
your merchandise, Sam McGee values three main things. 
Imagine Sam McGee sitting in your arrangement room saying 
the following… 

1) A Party; “When I die throw a big party and invite 
everyone you can think”. 

2) A Vacation; “When I die take the money and go on a 
dream vacation”. 

3) Lots of Other Stuff; “When I die buy yourself 
something nice”. 

(Continued on page 17) 

Maybe Sam Mc Gee was right: A Modern Cremation Perspective  
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All of the above seem to be valued by the modern cremation consumer more than the big, expensive, traditional funeral. Over 
70% of our families in Cleveland select our catering services regardless of whether they are cremation or burial families. This is 
our way of giving them a meaningful event in the form of a party. Nothing brings people together like friendship, fellowship, 
family, and food. If there is extra insurance money left over it’s obvious that many families would rather take a dream vacation 
than pay for a lavish funeral. Why not partner with a local travel agent and help them plan an event they would rather 
remember? In terms of other merchandise, the market is loaded with funeral service suppliers that have more valuable, useful, 
creative products and ideas than ever before. Attend your state and national conventions and educate yourself on the latest and 
greatest products and services. Take advantage of the internet, websites, social media, and good old-fashioned networking. Your 
families will thank you.  

The modern funeral service professional needs to be an event planner that plans events of value. If the marketplace no longer 
values the event of the “traditional funeral service” then we need to plan related events that are valued. If you think that this is 
beyond your responsibilities then you need to re-evaluate the ever-changing definition of what it means to be a 21st Century 
funeral director. As directors, we are already event planners who are selling services AND products. That is precisely what we are 
skilled at. Don’t compete on the basis of price - compete on value. 

I have only begun to answer this question of ‘how’. The rest of it is open-ended. In fact, you probably have already answered this 
question better than I. Share your ideas and best practices with your colleagues. We are all in this together. We can all make 
each other better people and better professionals by this interaction. 

Today, I have introduced you to Samuel Tennessee Mc Gee. Even though he was a character in some old poem I have given him a 
new face. We have asked the questions; Who is Sam McGee?  What does he want? When does he want it? Where does he want 
it? Why does he want it? How do we give it to him? 

Did you know that there is one radio station that is tuned into more than any other in the world? That station has the call letters 
WIIFM; what’s in it for me. The answer to this statement gets to the heart of what every individual values. If we can find out what 
our families value above and beyond our services and merchandise we will be ahead of the game. I hope I’ve left you with more 
answers than questions and now it’s up to you to make it happen and put these ideas into action. 

Sam McGee may not always be right but as our customer he is always “in charge”. We must serve him to the best of our ability 
both now and in the many years to come. 

(Continued from page 16) 
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to loved ones. Funeral directors are eager to discover innovations and ideas that will help them better meet the needs of the 
families they serve.” 
 
Undertaking ‘Die-logues’ 
Believing that design can erode the taboo of death, Lien Foundation and ACM Foundation have each committed equally to 
provide a total of S$1.2m for Design for Death and two other initiatives. “We want to draw funeral directors into ‘die-logues’ as 
they can give practical advice and compassionate counseling to families during times of grief,” said Lien Foundation’s Mr. Lee 
“With thoughtful guidance from these professionals, there can be a chance for a joyous requiem at the end of life.” Mr. Ang 
affirmed, “The passing on of a loved one offers opportunities for care, comfort and even celebration. A fitting finale can be 
transformed into expressions of appreciation and love, giving healing memories and lasting legacies.” 
 
About the Lien Foundation (www.lienfoundation.org) 
The Lien Foundation is a Singapore philanthropic house noted for its model of radical philanthropy. It breaks new ground by 
investing in innovative solutions, convening strategic partnerships and catalyzing action on social and environmental challenges. The 
Foundation seeks to foster exemplary early childhood education, excellence in eldercare and effective environmental 
sustainability in water and sanitation. 
In its mission to advance eldercare, the Foundation advocates better care of the dying. One of its flagship programmes, the Life 
Before Death initiative, was first conceived in 2006 to create greater public awareness about end-of-life issues in Singapore. It 
sought to de-stigmatise death and dying by spurring various ‘dielogues’ with the use of social media, art, films and photography 
and advocacy though research. The initiative has since gone beyond Singapore. In 2010, the Foundation commissioned the first-
ever global Quality of Death index ranking 40 countries on their provision of end-of-life care. 
 
About ACM Foundation (www.acmfoundation.sg) 
The ACM Foundation is an independent, non-profit organization formed by Ang Chin Moh Casket in commemoration of its 100-
year heritage. The Foundation aims to enhance the perception of death and bereavement among the public, uplift the deathcare 
profession and advance philanthropy in this area. The ACM Foundation will also champion and preserve the  
heritage of funeral and bereavement services in Singapore. 

(Continued from page 8) 



LOPA thanks all funeral homes, along with staff, for continued support in our mission to save 
and enhance lives through organ and tissue donation. You are meeting the needs of the families 
donating, and those waiting. The public continues to become more aware of donation, which is 
reflected in the record number of residents signed up to be donors in Louisiana, and we strive 
to continue increasing the number of families choosing organ and tissue donation as apart of 
the end of life process.  

This stated increase results in the enhancement of many lives. In 2012 alone, tissue donors in our 
state had the opportunity to enhance over 17,570 lives. This is made possible through the 
assistance of coroners and funeral homes notifying LOPA of non-hospital deaths, therefore 
honoring families’ wishes to donate.  

With more and more coroners contacting LOPA in non-hospital related deaths, how can your 
funeral home assist in meeting the needs of the families wishing to donate? Upon notification of 
a non-hospital death, and release to a funeral home by your Parish coroner, our staff will 
contact your facility. LOPA will first ensure that embalming has not been performed. This step in 
the process allows our staff to approach the family, and give them the opportunity for 
donation. LOPA asks that if at any time you have questions regarding the donation process, or 
a decedent in your facility, please don’t hesitate to call us at 800-833-3666.  

In closing this update, we have to state that your response to the donation survey LOPA sent out 
in the last half of 2012 was overwhelming! We take this time to say thank you for your 
participation and openness regarding any concerns. During the next funeral home committee 
meeting, those compiled survey results will be discussed. We look forward to releasing those 
survey results in the next newsletter once the committee has completed its 
overview.  

Classified ads are provided as a complimentary service to LFDA members. 
Ads will run for one issue, unless an extension is requested.  To place your 

classified ad, send a Word document with the information to: 

 
LFDA News 

P.O. Box 8253, Baton Rouge, LA 70884 
Or Email: info@lfdaweb.org 

 
The ad will appear in the following newsletter.  The printed ad should not 
be deemed to constitute a recommendation or endorsement of any type by 

LFDA. 
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The catch-phrases are 
abundant that our world and 
work continues to evolve. 

The Ever-Evolving 
Conference Speaker 
Contract 

Nowhere is this evolution 
more evident than some 
conference speaker contracts. 

I have personally seen a 
change in some conference 
speaker agreements that I 
sign. I am often now required 
to do more than just show up 
and present. I’m being asked 
to blog on the event, create 
promotional videos, tweet 
about the event and more. 

Jenise Fryatt, co-owner/
marketing director for Icon 
Presentations AV for events, 
recently wrote 
about speaking on social 
media for a large industry 
conference. Her speaker 
agreement required her to: 

 Record a 60-90 second 
promotional YouTube 
video to be posted on 
the conference site. 

 Tweet about her specific 
session and the 
conference in general at 
least twice monthly using 
the event hashtag. 

 Join the organization’s 
discussion group on 
LinkedIn. 

 Join existing 
conversations on the 
discussion group and 
share details of her 
session. 

 Add the event as one 
she’s attending and 
share her participation 
with her connections on 
LinkedIn. 

 Promote her attendance/
session on her blog and 
in her newsletters. 

I applaud this conference and 
its leadership for leveraging 
social media and asking the 
speaker to help promote the 
event through social media. I 
think this is definitely what 
many conferences should do. 

I am also assuming that 
Jenise was given some type 
of compensation for her 
presentation, whether it was 
free registration, travel, 
lodging and expenses, a 
discount on registration or 
even paid a stipend or 
honorarium. Regardless, she 
signed a contract that she 
would speak and also 
promote the conference and 
her presentation in social 
media. That implies there was 
some type of exchange for 
services. 

The Revised FTC 
Endorsement Guidelines 
And Speaker Social 
Media Conference 
Promotion 

While I wholeheartedly 
support requiring speakers 
promote the conference and 
their session in social media, 
conference organizers need 
to fully understand the FTC 
Social Media Endorsement 
Guidelines here. 

According to the 
revised 2012 FTC 
Endorsement Guidelines, if a 
person receives money, 
product, discounts or services 
to promote and post about a 
product, then the person must 
disclose the arrangement of 
compensation. When the 
person does not disclose that 
relationship, the FTC can take 
both the person and the 

company to court. 

  

In short, if you as a 
conference organizer require 
your speakers to promote 
your conference and their 
session in social media, and 
you give them some type of 
compensation for speaking 
and promotion, then the 
relationship must be 
disclosed. Even if you give 
them a discounted or free 
registration, the relationship 
must be disclosed. 

How should it be disclosed? 
How often? What exactly 
does the speaker need to 
do? 

The FTC says the disclosure 
needs to clearly and 
conspicuously convey to the 
reader the relationship 
between the promoter and 
the company. The FTC does 
not mandate the words for 
the disclosure. They have said 
that a general statement on 
the “About” or “Info” page 
disclosing the relationship is 
no longer sufficient. Every 
post, right down to every 
promotional tweet, must 
disclose the relationship. The 
FTC does not mandate 
exactly what words to use as 
long as the readers 
understand the relationship. 

Some people suggest using a 
hashtag of #paid, #ad or 
#spon which satisfies the 
disclosure relationship. 

Is FTC Really Taking 
Action Here? 

Yes! In 2010 Ann Taylor was 
fined for having bloggers 
attend a conference and 
write about the experience 
as well as the new clothing 

(Continued on page 21) 

Speakers Required To Promote Your Conference In Social Media Must Follow FTC Endorsement Guidelines 
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We’ve come a 

long way, baby!  

~Loretta Lynn 

 

The times they are 

a-changing.  

~Bob Dylan 
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line in exchange for a gift card. Neither Taylor nor the bloggers disclosed their relationships. In 2011, Legacy Learning was fined 
$250,000 for creating an affiliate program which was endorsed by users and the relationship was not disclosed. 

On the other hand, the FTC says it’s not monitoring social media and does not have plans to do so. It also has no direct authority to 
fine. As violations are brought to their attention, they investigate. When appropriate they take the case to the courts and the court 
mandates the fine. 

A Word Of Advice To Speakers 

If your speaker contract requires you to promote your appearance at the conference in social media posts and the organization 
does not give you suggested guidelines for language and disclosure to follow, think about removing those social media promotion 
requirements from the contract before signing it. Or let them know about the FTC Guidelines and their requirement to help 
educate compensated social media promoters. 

A Word Of Advice To Conference Bloggers 

If you are recruited by conference organizers to blog about the event in exchange for some type of compensation, like free or 
discounted registration, you must disclose that relationship in every conference post! If the organization that recruits you does not 
provide suggested guidelines for disclosure, think twice about accepting their offer. 

For more information: 

 The FTC’s Revised Endorsement Guides: What People are Asking 

 Guidelines Concerning the Use of Endorsements and Testimonials in Advertising 

Why is transparency about endorsements and compensations in social media important for conference organizers and 
speakers? How do you feel when you discover that a speaker has been compensated to favorably promote a conference in 
social media for compensation and the actual conference experience was severely lacking? 

(Continued from page 20) 
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ATTENTION! 
Do not miss out on the chance to promote your business in the Louisiana Funeral 

Directors Quarterly Newsletter.  As an advertiser, you will receive the opportunity 
to  provide target advertising to businesses and supply valuable information 
within your industry.   Don’t be the only vendor left out.  Place an ad today! 

Advertise in the LFDA Newsletter 

ADVERTISING OPTIONS:  (Check the appropriate box) 

Please return this form with your check made payable to:  

 

Louisiana Funeral Directors Association 
P.O. Box 82531 

Baton Rouge, LA 70884 

Email:  info@lfdaweb.org / Phone:  (225) 767-7640 / Fax:  (225) 767-7648 

 
* Payment must be received prior to submission deadline*  

Page Size Price Per Issue Yearly Price 

1/8 Page □ $60.00 □ $240.00 
1/4 Page □ $105.00 □ $420.00 
1/2 Page □ $190.00 □ $760.00 
Full Page □ $375.00 □ $1,500.00 

Name 

Address 

Phone Fax 

Email 

Company 

City, State Zip 

CONTACT INFORMATION:   

DEADLINES for ARTICLES AND ADVERTISEMENTS: 
Newsletter Issues: Deadline for Submissions: 

Winter Issue December 1 

Spring Issue March 1 

Summer Issue June 1 

Fall Issue September 1 
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P.O. Box 82531 
Baton Rouge, LA 70884 
Phone:  225.767.7640 
Fax:  225.767.7648 
lfda@lfdaweb.org 
www.lfdaweb.org 

Save the Date! 

 
LFDA North District Meeting April 11, 2013 

Tunk’s Seafood Restaurant 
Alexandria, LA 

NFDA Professional Women’s Conference April 26-28, 2013 Greenville, SC 

LFDA Annual Convention June 9-11, 2013 
L’auberge Casino Resort 
Lake Charles, LA 

NFDA Leadership Conference July 14-17, 2013 Park City, UT 

NFDA International Convention & Expo October 20-23, 2013 Austin, TX 


